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Abstract

Family purchase decision making is driven by the bipolar gender stereotypes of husband and wife. However,
relatively little is known about how individual perceptions of Sex Role Orientation (SRO) affect authority in an integrated
decision. The present research is aimed to narrow the gap in the literature by dissecting the four dimensions of Sex
Role Orientation and exploring the interplay among the elements of household decision making: SRO, gender,
and purchase decision stage. The authors carry out a comprehensive analysis by utilizing representative empirical
data collected from 500 demographically heterogeneous individuals who filled out a survey related to gender role
orientation and automobile purchasing behavior. The analysis reveals asymmetric effects of females and males
norm perceptions. While the fundamental relationship between SRO and decision making authority is predominated
solely by the gravity of male values, the moderating effect of gender is primarily affected by female dimensions.
The research breaks beyond the limitations of prior research by elucidating households’ decision making structure
through isolating the dimensions of female and male gender norms, and contributes to the literature by providing
a deeper and more comprehensive insight into the underlying factors of decision making mechanism between
husband and wife. In addition, given the sparse research on gender roles and purchasing behavior in Japanese
society, the results provide a basis for cross-cultural comparison and actionable items for inmediate management
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implication by practitioners.
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Introduction

The influence of Sex Role Orientation (SRO) on household decision
making is well acknowledged, although within a family, husband and
wife often have incongruent perceptions. What is the effect of the
polarity of female and male individual perceptions of authority in an
integrated decision? In case of extensive buying problems, such as
consumer durable purchases, these often incompatible perceptions
have to merge into one consolidated mechanism [1]. The crucial
factor determining authority is gender role orientation [2,3]; a trans-
generational cultural imprint built on norms prescribing roles and
inequalities specifically between men and women [4,5]. The importance
of the issue has been pointed out by a large number of studies [5-10].
However, the theory of family decision making still heavily relies on the
conceptual developments of studies published in the 1960s and 1970s
[1].

Conversion into modern society rearranged the gender stereotypes
[11]. Wives’ influence increased over all decision areas [4], opening a
new, fertile area for research. Few authors have attempted to measure
the profound alterations occurring in family decision making within
the modern family, despite ‘frantic’ changes in the family structure
[4,5].

In a general sense, a person’s Sex Role Orientation can be
measured on a uni-dimensional modern-traditional scale; however,
in order to better understand its intricate relationship with decision
making mechanism, the framework seems to be inadequate. Scanzoni
[12] dissected SRO into four underlying dimensions: traditional wife
(TW), the wife’s self-actualization (SA), traditional husband (TH) and
husband alteration (HA). Despite the conclusion that each element
should be examined separately, the majority of later studies continue
to measure the absolute score of spouses. The individual effects of SRO
dimensions on decision authority might provide further theoretical
development [5] and an untapped source of practical insight.

Over the past decades, SRO and its effect on purchase decision
making has been investigated in several Western countries. By
contrast, how the construct affects Japanese marital consumer decision
making remains underexplored. Part of the reasons is that the majority
of previous studies focused solely on Western societies [13], forsaking
the observation of Japanese cultural differences, despite gender role
development evolved in a significantly different way [11]. Thus, an
exploratory investigation of Japanese married couples’ purchasing
dyad and cross cultural comparison should be a great concern for
global marketers and researchers.

Research objectives

The objective of the present research is twofold. First, it is intended
to fill the gap in the literature and further develop the extant theoretical
framework by exploring the interplay between individual gender-
specific SRO dimensions and decision making authority. And second,
to explore Japanese household decision making and provide adequate
material for cross-cultural comparison with Western cultures.
Nevertheless, the strategic purpose of the study is not only to delineate
the actual state of progress, but also to elicit relevant findings that
might be useful for future research.

Literature Review

Literature regarding family decision making is extensive as the
topic has been approached from multidisciplinary perspectives, both
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macro and micro [1]. Because our research focuses on the relationship
between family decision making and Sex Role Orientation, in the
subsequent section we will review some studies related to household
influence that has contributed to the body of knowledge.

Family purchase decision making

Asearly as 1951, Strodtbeck [14] proposed that the relative role and
influence of husband and wife should be investigated to understand
the nature of family purchase decision making, opening a passage
for subsequent research development [14-18]. The foundations of
households’ decision-making structure rely on the micro perspectives
of social power theory [19] and resource theory [15], which provide
the basic elements contributing to decision making power within the
family. Davis and Rigaux [17] established a milestone by proposing
the simplification of previous studies considering only the outcome
phase and investigated marital role influence at each stage of the
decision making process. Davis [20] concluded that the spouses’
involvement varies across stages, families, and product categories. The
role specialization was confirmed in a study by Bonfield [21]. Further,
Putman and Davidson [22] found evidence for a shift towards greater
reliance on joint decision making in case of “riskier” purchases. Scores
of articles studied the decision making process of adults, however,
since the 1990s less attention has been devoted to examining the roles
of husband and wife [1], despite most authors suggest a rapid change in
gender norms [23,24], which eventually could have significant effects
on buying behavior [2-3].

Children’s influence in consumer decision making is evident;
however, in case of consumer durables their impact appears to be
limited [25], leaving the concern of decision making authority for the
parents.

To understand the dynamics of authority, a number of mediating
variables have been examined by researchers. Some of the most
commonly cited and supported evident factors are: class and ethnic
background [26], referent power [27], the stage of family life cycle
[28], the role of social networks [29], marital satisfaction [30], possible
conflict between spouses [5], expert power [31] and the role of
egalitarianism [16,32].

Sex Role Orientation

The concept of Sex Role Orientation (SRO) and its influence over
purchase decision making authority has gained ground since the 1970s,
which is considered as one of the key factors determining household
authority pertaining to all family behavior [3]. SRO is a combination of
attitudes and behavioral patterns toward the responsibilities and duties
of females and males, determining gender specific role allocation,
altering the behavior and influencing the social power of husband
and wife [28,33]. Sex role norms congruency between husband and
wife enables a family to accomplish several tasks efficiently and avoid
conflicts. Traditional households prescribe gender specific activities,
such as placing decision making authority on the husband. In contrast,
“modern” egalitarian perceptions promote joint task responsibility [33]
and allow non-traditional sex role activities [34,35]. In other words,
traditional values emphasize autocratic allocation of decision making
power, authorizing the husband [4,15], while modern values lead to a
more equal division of power between spouses [36-38,32].

Several researchers attempted to measure gender role orientation
and developed a wide range of techniques. The Bem Sex-Role Inventory
(BSRI) [9] is a measure of gender roles and gender expressions based
on masculinity and femininity values, which is used to assess how

spouses identify themselves psychologically. It was designed to capture
a person’s sex role androgyny on the premise that all people exhibit
femininity and masculinity regardless of their sex. Another widely
used measurement technique is the Osmond and Martin Sex Role
Attitude scale (OMSRA) [39], which provides a broader measurement
of SRO, encompassing the assessment of an individual’s attitudes
toward gender roles in the household, work situations, lifestyles and
personality traits. Sugihara and Katsurada [11] found differences on
the cultural interpretations of the BSRI in case of Japanese society, and
Qualls [4] concluded that both BSRI and OMSRA provide fairly limited
insight into household decision making compared to the Scanzoni
Sex Role Indicator (SSRI) [32]. The SSRI is not only highly validated,
but extends the vertical framework by dividing SRO into two female
dimensions (traditional wife: TW, wife self-actualization: SA) and two
male dimensions (traditional husband: TH, husband alterations: HA),
enabling the investigation of individual perceptions of gender-specific
sex role norms separately.

Japanese cultural considerations

Cultural imprinting crucially affects the extent of joint decisions
and spousal domination in purchase decisions [40]. In order to
provide a comparative base of evaluation, we briefly summarize the
development and characteristics of gender roles in Japan.

Although during feudal times gender expectations in Japan were
not as distinct as they were in Western cultures, the adaption of Neo-
Confucianism has given rise to emphasis on the hierarchical societal
structure which endorsed male dominance both in the home and in the
workplace [41], resulting in the development of a strongly patriarchal
society [42]. As Japan transformed into a modern technological
country, the gender division of labor became apparent and ethics
were adapted and transformed into work settings to achieve economic
prosperity. As men became devoted to their work, women took control
over the management of the family’s budget, leading to an increase in
wives” decision making power [11].

The modern Japan is one of the most masculine countries in the
world [43], where differentiated sex roles are strongly emphasized [44].
Although the women’s rights movement and feminist values are still in
an early stage [15], the last two decades has witnessed the steadily rising
number of women working outside their homes, delaying marriage
and keeping their jobs after marriage (Statistics Bureau of Japan, 2018),
indicating that families have started to explore and embrace alternative
lifestyles [45]. Several authors underline that family structure in
developed economies are changing dramatically; “new families”
incorporating modern family structures and traditional ones operating
under changed decision making circumstances [46,47].

Very few authors took on the challenge of cross-cultural
comparison; Ford et al. [13] found that China is husband dominated
society, with little wife role specialization or syncretic decision making
is allowed as compared to that in the US. The authors further discovered
that Japanese household decisions are still heavily male dominated.

Conceptual Framework

The proposed conceptual framework (Figure 1) comprises of six
independent variables: Sex, decision making stage, and the four dimensions
of SRO (TW, SA, TH, HA). The dependent variable is decision making
authority, comprising the influencing power of spouses.

Hypotheses development

Several studies suggest that women are more sex-role modern than
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Figure 1: Conceptual framework.

men, and that the husband’s influence correlates negatively with role
modernity [37,48]. A higher level of egalitarianism results in more
joint, more wife dominated and less husband dominated decisions
[2,13,32,36]. Therefore, our first hypothesis is:

H : SRO affects decision authority between husband and wife.

In Japanese society, patriarchal norms and the dominant role of
the husband are emphasized [49]. Furthermore, automobile product
choices are traditionally husband-dominated [1,3] through all stages of
the purchase decision process, leading to the second hypothesis:

H,: Husbands tend to exert higher levels of authority, while wives
tend to be more subordinated.

Early studies have identified [5,17,50] and a great number of
publications provide reinforcing evidence [1] that marital power varies
across decision stages. Our third hypothesis is:

H,: Authority level varies across decision stages.

One of the main purposes of our study is to examine whether
husbands’ and wives’ SRO have an asymmetric effect on determining
decision making authority, therefore our proposed fourth hypothesis is:

H,: SRO’s effect on authority is moderated by sex.

According to the landmark study of Davis and Rigaux [17];
husbands’ authority is more prevalent during the information search
and evaluation of alternative stages and less dominant at the final
decision stage. Likewise, Belch et al. [51] concluded that spouses’
influence varies by decision stage. Accordingly, our fifth hypothesis is:

H,: SRO’s effect on authority is moderated by the decision stage.

The exploratory nature of the study compels us to test the holistic
interrelationship between gender, decision stage and decision making
authority, therefore, our sixth hypothesis is:

H,: The moderating effect of gender on SRO varies depending on
decision stages.

Materials and Methodology

A total of 500 married individuals; 250 men and 250 women
participated in the study. The data was collected using the service
provided by a survey company to ensure the heterogeneity and accurate
representation of Japanese population. The survey’s preconditions
ensured that all respondents are married, have obtained a driving
license and have purchased a car within the past 12 months.

The questionnaire consisted of 1+21+3 questions. Respondents
were asked about their demographic indicators (wife or husband), 21
SRO items, and the family decision making structure for each decision
stage (information search, alternative evaluation, and final decision).

Decision authority is used as the dependent variable. Respondents
answered a question related to the three classical purchase decision
stages (information search, evaluation of alternatives and final decision)
regarding their perceived authority during each stage of recently
bought car purchase decision on a 1-5 Likert scale (1=I completely did
it, 5=My spouse completely did it).

Scanzoni’s Sex Role Orientation scale (SSRO) [34] was used
as an independent variable to measure the perceived gender role
orientation of the respondents. The questionnaire has been validated
and proven to be reliable by a number of authors [5,37] and is the
most widely used SRO measurement for studies related to family
decision making. The scale was developed to allow the measurement
of gender role orientation of either the husband or the wife separately.
The questionnaire uses 21 Likert-scaled (1-5) batteries tapping four
underlying dimensions: Traditional wife (TW) and self-actualization
(SA) for women, and traditional husband (TH) and husband alterations
(HA) for men. In case of TW and TH: higher scores indicate that the
respondent’s perceptions are based on traditional family values, while
lower scores represent modern values. Further, high SA and HA scores
are interpreted as modern values, while lower scores of the items
correspond to traditional views.

As suggested by previous authors [52], data regarding the
respondents’ gender, personal income, family income, employment
status, age, married years, living area, number of children and education
has been collected.

Results

The profile of the sample population is representative for the entire
Japanese population and the distribution of characteristics follow the
data provided by the Japanese Statistical Bureau.

Confirmatory factor analysis was conducted in advance to justify
the reliability of the survey. The results were highly consistent with
the original author’s findings and the value of Cronbach’s alpha also
validates for three of four constructs. The Cronbach’s alpha coefficients
for traditional husband (TH), traditional wife (TW), wife’s self-
actualization (SA) and husband alterations (HA) constructs are 0.844,
0.468, 0.764, and 0.720 respectively. Although the reliability of TW is
lower than 0.7, we retain the construct score to keep consistency with
Scanzoni [12]. Results of the confirmatory factor analysis are shown in
the Appendix 1. Accordingly, the SRO scores are obtained by averaging
items for each construct.

Respondents’ answers were transformed into categorical values.
Perceptions of SRO dimensions: 0: approval, 1: neutral, 2: approval;
sex: 0: female, 1: male and decision making stage: 1: information search,
2: evaluation of alternatives, 3: final decision.

The four dimensions of SRO have been measured for 500 female
and male samples, their reliability has been tested and the four
construct scores have been standardized. SRO scores higher than 1 are
interpreted as “approval”, lower than 1 as “disapproval” and “neutral”
otherwise. Six models have been built with isolated SRO dimensions
(Table 1).

Interconnections between decision making authority, decision
stage, gender and the four dimensions of Sex Role Orientation (TW,
SA, TH, HA) have been tested using three-way ANOVA (Table 2).

In all 6 cases, the main effect of sex on decision authority were
significant (p<0.001), in support of hypothesis 2. The main effects of
SRO on authority were found to be significant only in case of the male
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Models Traditional/Egalitarian SRO dimensions Samples
Case 1 Traditional 1 TW/TH TW score for female samples and TH for male samples
Case 2 Traditional 2 T™W TW score for both female and male samples
Case 3 Traditional 3 TH TH score for both female and male samples
Case 4 Egalitarian 1 SA/HA SA score for female samples and HA for male samples
Case 5 Egalitarian 2 SA SA score for both female and male samples
Case 6 Egalitarian 3 HA HA score for both female and male samples
Table 1: SRO measures and research models.

Case 1 Df Sum Mean F value Pr(>F) Case 4 Df Sum square Mean square F value |Pr (>F)

square square
SRO (TW/TH) |2 0.13 0.06 0.69 0.50 SRO (SA/HA) 2 0.04 0.02 0.23 0.80
Sex 1 39.43 39.43 436.89 | 0.00*** Sex 1 39.58 39.58 439.42 0.00***
DS 2 0.06 0.03 0.35 0.71 DS 2 0.06 0.03 0.35 0.70
SRO x Sex 2 0.72 0.36 3.96 0.02* SRO x Sex 2 0.89 0.45 4.96 0.01*
SRO x DS 4 0.06 0.01 0.17 0.96 SRO x DS 4 0.06 0.01 0.15 0.96
Sex x DS 2 0.16 0.08 0.90 0.41 Sex x DS 2 0.15 0.08 0.84 0.43
SRO x Sex x DS |4 0.02 0.01 0.07 0.99 SRO x Sex x DS 4 0.07 0.02 0.20 0.94
Residuals 1482 133.77 0.09 Residuals 1482 133.49 0.09
Case 2 Df Sum Mean F value Pr (>F) Case 5 Df Sum square  Mean square F value Pr (>F)

square square
SRO (TW) 2 0.05 0.03 0.29 0.75 SRO (SA) 2 0.18 0.09 1.03 0.36
Sex 1 39.20 39.20 435.46 |0.00*** Sex 1 39.13 39.13 434.98 |0.00***
DS 2 0.06 0.03 0.35 0.70 DS 2 0.06 0.03 0.35 0.70
SRO x Sex 2 1.35 0.67 7.48 0.00*** SRO x Sex 2 1.35 0.67 7.48 0.00***
SRO x DS 4 0.06 0.02 0.17 0.95 SRO x DS 4 0.03 0.01 0.10 0.98
Sex x DS 2 0.15 0.07 0.83 0.44 Sex x DS 2 0.15 0.07 0.81 0.44
SRO x Sex x DS 4 0.06 0.01 0.17 0.96 SRO x Sex x DS 4 0.15 0.04 0.40 0.81
Residuals 1482 133.42 0.09 Residuals 1482 133.31 0.09
Case 3 Df Sum Mean F value Pr (>F) Case 6 Df Sum square Mean square F value Pr (>F)

square square
SRO (TH) 2 1.55 0.78 8.67 0.00*** SRO (HA) 2 3.98 1.99 22.06 0.00***
Sex 1 38.36 38.36 428.86 0.00*** Sex 1 36.01 36.01 398.85 | 0.00***
DS 2 0.06 0.03 0.35 0.70 DS 2 0.06 0.03 0.35 0.71
SRO x Sex 2 1.61 0.80 8.98 0.00** SRO x Sex 2 0.25 0.13 1.40 0.25
SRO x DS 4 0.06 0.02 0.17 0.95 SRO x DS 4 0.05 0.01 0.14 0.97
Sex x DS 2 0.15 0.08 0.85 0.43 Sex x DS 2 0.14 0.07 0.78 0.46
SRO x Sex x DS 4 0.02 0.00 0.05 1.00 SRO x Sex x DS 4 0.03 0.01 0.09 0.98
Residuals 1482 132.54 0.09 Residuals 1482 133.82 0.09
DS: Decision Stage; *p <0.05, **p < 0.01, ***p <0.001.

Table 2: Results of three-way ANOVA.

Hypotheses Dependent variable1 Independent variable Results
Hypothesis 1 Decision authority SRO (TW, SA, TH, HA) Partially supported (TH, HA)
Hypothesis 2 Decision authority Sex Supported
Hypothesis 3 Decision authority Decision stage Rejected
Hypothesis 4 Decision authority SRO x Sex Partially supported (TW, SA)
Hypothesis 5 Decision authority SRO x Decision stage Rejected
Hypothesis 6 Decision authority SRO x Sex x Decision stage Rejected

dimensions (TH, HA), partially supporting hypothesis 1. Further,
the moderating effects of sex were prominent in the case female
dimensions (TW, SA), providing partial supports for hypothesis 4. The
results also revealed that the main effects of decision stage, along with
its moderating effects, on authority appear to be insignificant for any
of the three stages, leading to the rejection of hypothesis 3, 5, and 6.

Table 3: Summary of hypothesis testing results.

Table 3 summarizes the hypotheses testing results.

The effect of SRO on decision making authority for husbands
and wives was arranged in an asymmetric way (Figure 2). In case
of traditional dimensions (TW, TH), an increase in SRO leads to
segregation from joint decision making. On the other hand, in case
of higher scores in egalitarian dimensions (SA, HA), the lines tend to
converge toward syncretic decision making.
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Figure 2: SRO’s effect on authority for husbands in each decision stage.
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Discussion and Implications
SRO’s effect on authority

This study confirmed the SRO’s effect on family decision making
authority. However, the effect is not as direct as it has been presumed
in the previous studies. In particular, the husband’s SRO dimensions
(TH, HA) significantly affect decision making authority of households
who consider buying a new car. That is, higher traditional husband
role perception leads to greater weight of husbands’ authority in
engaging various buying tasks, as perceived by the respondents. On
the other hand, the wife’s dimensions (TW and SA) did not seem to
cause authority differences between husband and wife. Accordingly,
a clear asymmetric effect have been revealed between female and
male dimensions; while the husband’s SRO is the main predictor in
determining decision authority during family decisions, the wives’ SRO
dimensions appear to be significant only when the effects are seen as
conditional on gender. Despite several authors pronounce that family
decision making has been changing dramatically towards egalitarian
decision making [53], in case of Japanese society, automobile purchases
still heavily rely on husband dominated decisions. The results support
the findings of Ford et al. [13] about Japanese male dominance, and
indicate little or no change within the past 23 years.

SRO’s inverse effect on the husband and the wife

The effect of gender on decision authority was found to be strong
and significant. The study echoed previous studies by providing large-
scale empirical validation that consumer purchase decisions of durable
goods are governed largely by husband dominated decision making.
However, Western studies’ indication of women’s increasing influence
seems not to be apparent in Japan. Men’s prevailing dominance in
contrast with Western egalitarianism might be attributable to the
substantial cultural differences [11] and the embryotic phase of gender
equality movements in Japan.

Authority across decision stages

In contrast with previous findings that authority levels vary across
decision stages and become exceptionally perceptible at the final
decision stage [1,54-56], our study found no significant relationship
between decision stages and authority. Davis and Rigaux [17] stated
that in case of automobile purchases, wives are more dominant during
the problem recognition phase and husbands exert higher authority
during information search and at the final decision. In contrast with
the expectations, our research demonstrated that in Japanese families,
authority levels remain stable during the entire decision making
process and the extent of household’s reliance on the husband’s
authority versus adopting syncretic decisions are similar from problem
recognition stage to the final decision stage. The contradiction with
previous findings might be explained by the presence of intense
cultural differences [11] and the highly gender-specialized perception
of product category by Japanese society.

Gender as a moderating factor between SRO and authority

In most cases (4 out of 6), strong and statistically significant
relationship was observed between gender, SRO and authority,
particularly high for the wives’ dimensions (TW and SA). SRO’s
significant effect on women’s perception of authority indicates that
gender stereotype perceptions do affect men and women in different
ways. The findings reveal that modern wives are more likely to
interfere with the traditional husband dominated decision-making
in a desire for collaborative, syncretic decisions. On the other hand,

even husbands with modern SRO perceptions show little willingness
to share their decision making authority to their wives. This behavioral
pattern remains stable across all stages.

Research implications

The findings provide a basis for a broader range of future
implications. The work should be viewed asa milestone in understanding
the effect of Sex Role Orientation on household consumer behavior by
providing evidence that measuring overall SRO of a couple could lead
to imprecise interpretation because SRO affects husbands and wives
in an asymmetrical way. We propose that in order to understand the
intricacies of family behavior in a more comprehensive manner, female
and male dimensions should be both measured separately for each
individual.

Besides setting a direction for avant-garde research, previous
findings might be reexamined in a deeper level by dissecting the
elements of SRO and measuring their individual relationships with
some variables of interest. Given the interdisciplinary nature of the
field, we anticipate that the process should be replicated for a large
number of cases.

Cross-cultural comparison may provide deeper insight into the
intricacies of household behavior in more general contexts. The theory
that applies to Western households seems to partially hold on Japanese
families, however, an analogy with other countries should elicit more
fruitful findings for academic as well as practitioners.

Managerial implications

As the single greatest engine of economic growth in the world,
automotive industry constitutes 15% of Japanese export. Automobile
purchase decision making has been the subject of a large number
of previous studies due to the fact that car purchases represent a
considerable part of consumer durable decision making [1,17,57].
Japanese market is considered to be difficult to enter and Western
automobile manufacturer’s lack of success might be an evidence for the
obstacles in understanding the Japanese culture’s puzzle of complexity.
For global marketers, understanding the local market characteristics
is critical from managerial point of view. A failure to understand the
characteristics of consumers in local market might cause frictions and
reduce marketing effectiveness; thus, any strategy aimed to tap a local
market should be well adapted to the local culture based on better
understanding of decision making patterns of the consumers making
up the market [57].

Further, the findings suggest that in Japanese durable markets, the
effectiveness of marketing efforts could be improved by strategically
targeting the efforts toward male consumers. Although this might
be intuitive for a number of practitioners, the fact remains that this
research is the first to document these effects empirically.

Finally, considering the slowly converging Japanese lifestyle
towards Western norms [11] and the gradual transition of family
values, it would be critical to account for potential behavioral
changes of families when predicting family decision process of
Japanese households in the future. Additionally, more comprehensive
investigation of gender equality’s adoption in different cultures would
enable richer interpretation regarding Japanese household behavior.
We leave these as future research issues.
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